Gindlesperger, however, argues that industry representatives are concerned about obesity rates and have voluntarily "cut calories in schools by 88%" by replacing soft drinks with juice, water and milk. In addition, the American Beverage Association's "Clear on Calories" initiative will see the Coca-Cola Company, PepsiCo, the Dr Pepper Snapple Group and other companies move calorie counts from the back to the front of their labels. As well, Gindlesperger points out, some makers of soft drinks have voluntarily ceased marketing their high-calorie, low-nutrient beverages to children under 12 years of age.
Goldstein disagrees, noting that marketing comes in many forms. "They may not use cartoons like Camel cigarettes did, but they market in shows that kids watch, like American Idol," where judges are seen drinking a sweetened beverage.
Goldstein and Jacobson both say marketing restrictions should be mandatory rather than voluntary, and that sugary drinks shouldn't be available in areas children frequent. Goldstein adds that the drinks should be prohibited in all public places, including community centres and sports arenas. "At the very least, cities, counties and states shouldn't be in the business of selling sugary drinks," he says.
Until then, the billions of dollars spent on beverage marketing will give the industry a much greater advantage over campaigns of the "Rethink Your Drink" variety, which altogether consumed funding in the low millions, says Joe Prickitt, director of the Network for a Healthy California. "It's really not a level playing field for children or adults in terms of the messaging that's out there." -Wendy Glauser, Toronto, Ont.
